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According to the statics of CNNIC（China Internet Network Information Center） 
2012, the number of China's Internet users was 564 million, while the micro-blog 
users reached 309 million. It’s visible that more than half of Internet users were using 
micro-blog at the same time. On the other hand, the micro-blogs of traditional media 
have become the most popular official micro-blogs. 
After reviewing previous studies, we found that most of the studies focus on the 
credibility of internet information while there are not many studies on the credibility 
of the information in the extended forms of the new media, such as websites, blogs, 
BBS, message boards, micro-blogs, etc., and there are even fewer studies of 
micro-blog’s credibility. On the other hand, the research method that most of these 
studies use is survey, which seems not always to produce a consistent result, and some 
of the results are even contradictory and not persuasive enough.  
On the basis of previous studies, this paper tries, by means of content analysis of 
users’ commentary on the People’s Daily blogs, to explore the users’ attitude toward 
the credibility of the traditional media blogs. The findings are as follows. 
 1. The official micro-blog of the People's Daily is less reliable at present.  
2. Blogs about social problems and negative events are thought more believable 
than those about the economy and positive events.  
3. The authenticity / objectivity of the blogs and the credibility of the source are 
the topics that cause the most heated discussion in the commentary. 
At the end of the thesis, suggestions are given, based on the analyses of the 
findings, for the traditional media micro-blogs to improve their credibility  
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2013 年 1 月，中国互联网络信息中心（CNNIC）发布了《第 31 次中国互联
网络发展状况统计报告》，报告指出，截至 2012 年 12 月底，我国网民规模为
5.64 亿，全年共计新增网民 5090 万人，增幅达到 23.5%；而我国微博用户规模
为 3.09 亿，较 2011 年底增长了 5873 万，网民中的微博用户比例较上年底提升







人民网舆情监测室发布的《2012 年新浪媒体微博报告》指出，截止 2012 年
12 月 27 日，新浪微博认证的媒体微博总数突破 11 万个，其中包括 17221 个媒







                                                             






























户端组建个人社区，以 140 字左右的文字更新信息，并实现即时分享。 早也是
著名的微博是美国 Twitter。2009 年 8 月中国门户网站新浪推出“新浪微博”
内测版，成为门户网站中第一家提供微博服务的网站，微博正式进入中文上网主






过各类终端如手机短信、IM 即时通讯工具或 API 应用向 Twitter 发布消息，该用
                                                             
① 来源：维基百科，微博释义 http://zh.wikipedia.org/wiki/%E5%BE%AE%E5%8D%9A 





































1948 年，国外学者拉斯韦尔首次提出了 5W 模式，在传播学史上第一次较
详细地阐述了传播的全过程。所谓 5W 模式，指的是 Who(谁)、say What(说了
什么)、What channel（通过何种渠道）、to Whom(向谁说)、What effects（产生
了什么效果）（拉斯韦尔，1948）。而微博平台使得这传播 5 要素均得到了 优化的

















































































报 V，@中国新闻周刊 V，@凤凰卫视 V，@中央人民广播电台 V 等；栏目微博
指的是媒体组织以某栏目、节目、版面的名义开通的微博，如@中国之声 V，@CCTV











































就于今年 3 月 5 日发布了一条“#招聘啦# 南方周末电视项目又招实习生啦，有





































了一套 70 平的两居室，给这些落难者一个短暂的避风港。” 
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